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As a media genre, advertising is viewed as a distorted mirror which reflects the 
complexity of culture, advertising therefore offers a unique opportunity to study the 
different context across cultures. 
This thesis analyzes television advertisements in both mainland China and Taiwan 
from the perspective of cultural values, which include individualism, collectivism, 
traditionalism, modernism and cultural contexts, with the aim to compare the 
similarities and differences in advertising strategies between these two highly similar 
cultural varieties which also differ in their own ways. This thesis adopted the methods 
of content analysis and text analysis to study the golden and silver award-winning TV 
advertisements of Taiwan’s “Times Award” and the mainland’s “Advertising 
Great-wall Award” during four consecutive years, from 2006 to 2009. 
The research has found that due to the economic growth, accelerated worldwide 
cultural exchanges as well as the affinity in lifestyles, living standards and life concepts, 
the levels and categories of products produced in mainland China and Taiwan have 
begun to share much in common. Advertisements in both mainland China and Taiwan 
all incorporated a certain degree of individualism. It is noteworthy that advertisements 
in the Chinese mainland have a higher degree of individualism. They usually promote 
products from the perspective of individual consumption attitudes, which are 
presented in a sensible way and cater to people’s expectation. These changes, to some 
extent, could well reflect the social development in mainland China. Advertisements 
in Taiwan do not have a marked tendency towards individualism or collectivism. They 
maintain a better balance between these two cultural values, which indicates that 
Taiwan still cherish the spirit of common progress. With respect to modernism, it 
plays a more important role in advertisements in mainland China than those in Taiwan. 
The finding is in line with previous research and people’s general impression. When it 
comes to cultural contexts, advertisements in both mainland China and Taiwan all 
show a great orientation to the high cultural context. However, more advertisements 
with the high cultural context won the Great Wall Award rather than the Golden 
Award. Advertisements in mainland China still possess a higher degree of the high 















In summary, this research found some similarities as well as differences between 
Taiwan and Mainland. The contents of advertisements reflect the hybridization of 
these two cultures and therefore illuminate the complicated and fluid essence of 
culture. The results imply that contemporary Taiwnese and Chinese advertising is not 
only a “distorted mirror” but a “melting pot” of cultural values. There is no longer 
absolute and remote distance between the Taiwan Strait. Considered the macro 
structural power behind the advertising context, this research has admitted that the 
relationship among social context, cultural values and advertising should never be 
simple. The abundance and complexity of culture needs to be examined through 
different viewpoints instead of simply dichotomy or only one single research. 
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